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To the underrepresented and underappreciated palates of the World.
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ABSTRACT
CANDACE MARGARET RODRIGUEZ: Uvas Unidas: A Research Study and
Campaign Design for Hispanic Millennials
(Under the direction of Dr. Victoria Bush)
The Hispanic market is a fast growing demographic that has begun to drastically reshape
the population composition of the United States. Many unique and different cultures and
identities are represented under the label, “Hispanic." Many companies have started
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recognizing the value and importance of the Hispanic demographic. Along with the
rising Hispanic population, Millennials are becoming an increasingly significant market.
Hispanics have a lower median age, 25.4, than both African Americans and Caucasians in
the United States and play a vital role as members of the Millennial generation. Hispanic
Millennials are a market segment that is often overlooked. A few companies in the wine
industry have recently started to pay attention to this segment; however, no company has
gained significant market share and many companies still do not recognize the
importance and profitability that lies in the Hispanic community, and more specifically,
within the Hispanic Millennial segment. This study explores cuirent consumption habits
and motives of Hispanics and their attitudes towards wine consumption. The study also
analyzes the wine industry and investigates how it is cuirently catering to the Hispanic
community and the steps that it could be doing to better address Hispanic consumer
needs. Secondary research about the wine industry illustrated that the industry has had
very steady growth, seventeen consecutive years. Secondary research also revealed that
Hispanic Millennials are a fairly untouched segment within the wine industry. Primaiy
research included both qualitative in-depth interviews and quantitative surveys, and
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exposed that Hispanic consumers are willing to consume wine but retailers are unaware
of this willingness and have not done anything to foster the wine purchases of Hispanic
consumers. The results of the quantitative surveys also indicated that the Hispanics of
today tend to be individualistic but still have a strong sense of family ties. An integrated
marketing communications campaign is developed for Uvas Unidas that focuses on the
youth of the Millennials with a distinct Hispanic twist that celebrates the uniqueness of
being a Hispanic Millennial.
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1. Introduction
Wine has been around for thousands of years with some of the earliest evidence
dating back to about 6000 BC. A drink found in many cultures around the world, wine
consists of various varieties within each culture. Throughout the history of wine,
consumers have been restricted to those individuals that could grow the grapes; however,
due to world trade and, more recently, mass communication through globalization, wine
has become available to the entire world. Currently, one can experience the subtleties
and joys of wine in parts of the world deprived of the climate necessary to grow grapes.
New markets in the wine industry are developing daily due to recent expansion of
distribution and availability. The Hispanic population within the United States has been
consistently increasing in both size and percentage in the past 10 years. Currently, those
of Hispanic descent are the largest minority group in the U.S., three percentage points
higher than the total population African-Americans. According to projections by the
PEW Research Center, the Hispanic population will account for approximately 30% of
the total population of the United States by 2050. Behind Mexico, the U.S. has the
world’s second largest Hispanic population (Westlund, 2009). With such large growth
and an increasing purchasing power, the Hispanic market is an important market segment
in the now increasingly diverse U.S.
“The face of America is changing—culturally, economically, ethnically. As emerging
demographic segments impact the consumer purchasing market, so does the way in
which businesses appeal to and target these new consumers. America’s wine culture is,
of course, not immune to these tectonic shifts, and as increasing numbers of wine
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drinkers in previously non wine-focused communities—African-American, Hispanic,
Asian, and Millennials among many others—seek out the product and lifestyle
associated, the industry is necessarily shifting the way it thinks about who its audience is”
(Forman, 2011).

This study examines the rising Hispanic population and consumer market in the
U.S. The study is specifically focused on the current understanding of the Hispanic
market in terms of wine consumption. Based on these results, an integrated
communication campaign has been developed that will help wine distributors and
retailers market to this growing segment. The primary method of research used was
collecting secondary data describing the demographics of the Hispanic community
relative to potential market growth for the wine industry. Primary data collection took
place in the form of online surveys to the Hispanic community and in-depth interviews to
wine retailers, distributors, and Hispanic consumers.
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Chapter 1: Overview of Hispanic Market

This thesis is organized based on the following definitions.

Defining “Hispanic’^ and “Latino
The word “Hispanic” is a term of ethnicity associated with people of Latin
America; South American, Mexican, Central American, or Spanish decent. According to
the US Census Bureau,“Hispanic refers to a person of Cuban, Mexican, Puerto Rican,
South or Central American, or other Spanish culture or origin regardless of race.” The
Census definition of Hispanic will be used for the purposes of this work. The term
“Latino” refers to any person of Latin American descent and can be used interchangeably
with “Hispanic.

Hispanic/ Latino
Wine is more heavily integrated into the culture of individuals originating from
Argentina, Chile, and Spain than Hispanics arising from Central American or Mexican
cultures. Because of this cultural tie, Argentineans, Chileans, and Spaniards are more
likely to purchase wine; however, many Hispanics of Mexican and Central American
descent in the United States are second-generation citizens and have become acculturated
to American wine habits. In California, many second-generation Mexicans have grown
up around wine and are now developing interests in the winemaking process; “we’ve
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gone from wine pickers to wine drinkers”(Wozniacka, 2011). Overall, 31% of Hispanic
wine drinkers noted an increase in current wine consumption more than in the previous
few years, while only 11% of Caucasian consumers noted the same increase(Wine Posts
Unprecedented Gains, 2006). With the shift in trends, the Mexican American population
in California is altering its culture to incorporate wine in daily meals. For many Latinos,
“wine is a drink for special occasions, but U.S. Latino vintners are trying to move it into
the realm of more common drinks like those based on tequila and rum”(Munoz,2010).
The Hispanic market is a great potential segment, but penetrating the market can be
difficult for a variety of cultural reasons. The term “Hispanic” encompasses many
different peoples. “Hispanics” are comprised of people from 22 different countries, all
with different cultures. A common language does not equate to same culture;
furthermore, within each language there are different word meanings, symbols, and
associations that are unique to a particular country and region. For instance, as a
beverage of choice, the Hispanics of Mexican and Central American origin have stronger
cultural ties to tequila and rum than wine.
The Hispanics within the US can suffer from different levels of acculturation as
first and second generations and have varying degrees of comfort and fluency with
Spanish and English. The figure below illustrates the break down of Hispanics that are “
‘Spanish-dominant’(speak only Spanish or Spanish more than English at home), ‘fully
bilingual’(speak both Spanish and English equally at home) or ‘EnglishDominant’(speak only English or English more than Spanish at home)”(U.S. Diversity
Market Reports, 2010).
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Language Spoken at Home ("Language Dominance")Hispanic Adults (18+)
English only/
more than Spanish

Spanish and
English equally

Spanish only/
more than English

Source: U.S. Diversity Market Reports, 2010

Spanish language dominance differs with generations. As illustrated in the figure
below, second generation Hispanics are more likely to be English dominant than First
Generation Hispanics. Spanish-Dominant Hispanics are more likely to be first generation
Hispanics, which can be comprised of either only Spanish or a preference to Spanish.

Primary Language Among Latinos by Generation in the United States
Spoken at Work:
First Generation

Second Generation

Spanish Dominant

18%

6%

English Dominant

67

80

Bilingual

12

10

3

4

No Answer

Source: Synuvu'.o U.S Dversity Md'kots Ru’jorl 2306

Source: Hispanic/Latino Market Profile, 2007
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Chapter 2: Overview of Hispanic Wine Market

Demographics
The Hispanic consumer market is rapidly expanding with an increase in
purchasing power, estimated to top $1.5 trillion in 2015(Fahmy,2010). The sheer
quantity of Hispanic consumers represents a large portion of the U.S. domestic market.
Furthermore, the Hispanic population’s composition is quite different from other ethnic
groups in the U.S. The group is younger on average than the rest of the US segments.
According to the 2010 Census, the median age of Hispanics is 25.4 whereas the median
age for Caucasians is 41.4 and the African Americans average is 30.5 years of age
(Median Age by Sex, 2010).
The median age of 25.4 fits directly into the Millennial generation age range.
Millennials were bom approximately between 1977 and 2000 and of these potential
Millennial consumers, those that are legal range in age from 21-34(Thach and Olsen,
2006). At 70 million individuals strong, Millennials are the largest generation since the
Baby Boomers and they are gaining “5% more new adults to the U.S. population each
year compared to Generation X”(Lavin, 2009; Consumer Tracking Study, 2010). This
segment has a very high purchasing power and is able to influence family purchases as
well as have personal wealth on its own;“The Millennial generation offers the wine
industry the kind of growth potential not seen in more than thirty years”(Consumer
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Tracking Study, 2010). In a survey, the Millennials were asked if they increased wine
consumption from the previous year and the response was that they increased
consumption by 46%,compared to only a 26% increase from Generation X, 13% of Baby
Boomers and 7% of those 63 or older.(Lavin, 2009). Furthermore about 16 Million
Millennials have yet to reach 21, which ensure continued market growth. By striving to
target Millennials for market research, an understanding as to what drives their wine
purchasing power will be found.
The Hispanic median income has increased since the 2000 Census, which
accounts for a rise in the Hispanic middle class with the average income near $40,000
(Hispanic/Latino Market Profile, 2007). In 2008, the median income reported by the
Census Bureau for the Hispanic population was $40,466, a large increase from the
median income of$23,431 reported in 1990(Money Income of Families, 2008).
Furthermore, the Hispanic/Latino Profile (2007)states “in the top 85 metropolitan areas
in 2001, 14.3% of Hispanics/Latinos, aged 18 to 34, earned household incomes of
$50,000 or more versus 13.6% of the general population aged 18 to 34 in the same 85
metropolitan areas.

This economic shift of the rising Hispanic Millennial middle class

is the precise target market that this research is interested in studying. Furthermore,
“Millennial generation adult wine drinkers have been impacted less severely by the
economic downturn than older generation and are sustaining their taste for wine and
choice of wine in a variety of casual, everyday situations”(Consumer Tracking Study,
2010).
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Geographic
The Hispanic population is present in all of the U.S. states and territories. The
states with the largest Hispanic market are Texas, California, New York, and Florida. The
following states have the highest percentage of Hispanics, New Mexico: 43.4%,
California: 35.2%, Texas: 35.1%, Arizona: 28.5%, Colorado/Florida: 19.5%. However,
sixteen states have at least a half-million Hispanic residents-Arizona, California,
Colorado, Florida, Georgia, Illinois, Massachusetts, Nevada, New Jersey, New Mexico,
New York, North Carolina, Pennsylvania, Texas, Virginia and Washington. According to
the U.S. Census, every U.S. state, excluding Puerto Rico, has seen positive Hispanic
population growth between the years 2000 and 2010. California has a strong wine
culture and presence due to its vast quantity of vineyards. Surprisingly, Texas has seen a
sharp increase in number of wine drinkers, most of whom are Hispanic. The Hispanic
wine consumers in Texas account for 14% of the state’s growing wine market
(“Marketers Scramble,” 2011; Ennis, Rios-Vargas, & Albert, 2010).
The 2010 Census shows that the Hispanic population in the United States has
increased by 43% since the 2000 Census. In each of the 50 states, the Hispanic
population has increased over the last ten years with the smallest percentage increase in
New York at 19.2 % and the largest in South Carolina with a 147.9% increase.(Ennis,
Rios-Vargas, & Albert, 2010).
The rising Hispanic population currently accounts for 16.3% or 50.5 million, of
the nation’s population and is predicted to increase to about 29% by 2050(People Quick
Facts, 2010; El Nasser, 2008). With increases predicted to about 30% of the US
population, Hispanics are a vital market segment to account for. 54.9% of the Hispanic
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population resides in California, Texas, and Florida, which makes these states a prime
location for a Hispanic advertising campaign to increase market share (Ennis, Ri'osVargas, & Albert, 2010). The majority of the Hispanic population, nearly 77 %,resides in
I

the West or Southern United States with 41 % in the West and 36% in the South. Over
the past decade the South has seen the highest regional growth rate with a 57% increase
(Ennis, Rios-Vargas, & Albert, 2010).
As compared to the general population, Hispanics are also more likely to live in
metropolitan areas. As of 2003,92% of the Hispanic population lived in central city or
suburban areas compared to 79% of Non-Hispanic households (Hispanic/Latino Market
Profile, 2007). A high urban and suburban population creates a more concentrated
location for advertising and promotional purposes. The ability to advertise in Spanish is
an opportunity for the market because of the common language shared by Hispanics
regardless of their country of origin.
Table 1 illustrates cities with the highest Hispanic population. Of these top 10
highest Hispanic population cities, 4 are located in Texas and 3 in California.
Table 1: Highest Hispanic population
Place

Rank

Total Population

Hispanic Population

NYC,NY

8,175,133

1

2,336,076

LA,CA

3,792,621

2

1,838,822

Houston, TX

2,099,451

3

919,668

San Antonio, TX

1,327,407

4

838,952

Chicago, IL

2,695,598

5

778,862

Phoenix, AZ

1,445,632

6

589,877
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El Paso, TX

649,121

7

523,721

Dallas, TX

1,197,816

8

507,309

San Diego, CA

1,407,402

9

376,020

San Jose, CA

945,942

10

313,636

Table 2 illustrates the 10 cities with the highest percentage of Hispanic
population. Of these, 3 are in Texas and 5 are in California.
Table 2: Highest Percentage of Hispanic Population
Place

% of Population

Population

East LA,CA

126,496

1

97.1

Laredo, TX

236,091

2

95.6

Hialeah, FL

224,669

3

94.7

Brownsville, TX

175,023

4

93.2

McAllen, TX

129,877

5

84.6

El Paso, TX

649,121

6

80.7

Santa Ana, CA

324,528

7

78.2

Salinas, CA

150,441

8

75

Oxnard, CA

197,899

9

73.5

Downey, CA

111,772

10

70.7

Source: Census 2010

Table 3 illustrates that the three metro areas with the largest Latino population are
also the three metro areas that consume the most wine. With a large Hispanic presence in
the largest wine-consuming metro areas, there is huge marketing opportunity for wine
companies. The concentrated market means that less money will be spent on widespread
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distribution costs. The three metro areas have the highest wine sales in the US and with a
large Hispanic population there is a potential to increase sales by penetrating into
concentrated consumer markets.
Table 3: Metro Areas and Consumer Markets
Top 3 wine Metro Areas:

Top 3 Latino Metro Areas

1. LA- long beach

1. LA-long beach

2. NYC

2. NYC

3. Chicago

3. Chicago

Top 3 Wine Consumption States:

Largest Latino Consumer Markets:

1. CA

1. CA

2. NY

2. TX

3. FL

3. FL

Source: Marketing Wine to Multi-Cultural America, 2008

Psvchographic
The primary target market consists of Hispanic consumers within the Millennial
generation. The following segments from Claritas depict the primary segments that will
be targeted (2010 Prizm Segmentation System). They are Nuevo Professionals, an
adventurous and curious multi-cultural group of young professionals interested in
experiencing anything new and different. The target market enjoys watching TeleFutura
and the Independent Film Channel. When Premio Juventud, an award show for Spanish
speaking celebrities, rolls around each year, they love to cozy up on the couch with a bag
of popcorn. They tend to shop at Old Navy and Fossil because these stores sell young,
ftin but professional clothing. Reading the Economist is a favonte pastime and reading
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People is a guilty pleasure. They drive both Nissan Xterra and Volkswagen GLI because
these cars are both durable and make a statement. Their music choice is both popular
Spanish and the most current music found on the radio. When they have free time, they
enjoy water skiing and exercising; yoga is a favorite form of exercise among this group.
Overall, these consumers enjoy their young professional lifestyle and choose a
sophisticated glass of wine as their drink of choice to accompany this lifestyle.

Behavioristics
Hispanic consumers demonstrate unique purchase and consumption behaviors.
Loyalty is a characteristic of many Hispanic consumers; “Hispanics are very loyal
customers, so if you reach them with a clear, consistent and honest message, you’ve got a
customer for a lifetime”(Todd, 2004). With a devoted customer base and an increasing
amount of Hispanics, wine companies have a great opportunity to gain market share.
While non-Hispanic Whites are more likely to drink than Hispanics, “Hispanics who
choose to drink are more likely to consume higher volumes of alcohol than non-Hispanic
Whites”(Alcohol and the Hispanic Community 2011). In order to gain a greater
understanding of wine consumption patterns, a marketing research class administered
surveys via Qualtrics to Hispanics asking about their alcohol consumption habits; the
results illuminated some interesting behavior patterns associated with Hispanics wine
consumption patterns. According to the results, Hispanics tend to drink more wine on
special occasions than other alcohol, furthermore, they prefer to drink wine at a friends or
relative’s house over a bar or restaurant.
Many wine companies are beginning to put labels in Spanish as a way to reach
out to Hispanic consumers. Even though wine companies are changing labels into
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Spanish, many have not yet begun advertisements targeted towards Hispanics. The group
asked Hispanics of the two, advertising and labeling, which was more influential in your
purchasing decision. The respondents reported that advertising was viewed as more
important in the purchasing process than labeling. Knowing that Hispanics prefer to
drink wine at special occasions, in a home setting, and are loyal to their brand can help
the wine industry adequately target the consumer and create a relevant advertising
campaign.
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Chapter 3: Overview of Wine Industry and SWOT Analysis

Industry trends
The American Wine Industry is seeing a boom in its number of consumers and
amount of consumption. The wine industry has had 17 consecutive years of positive
growth, including the financial crisis of 2008. However, the industry was not completely
unscathed by the recession as seen in post-recession shifts in consumer purchasing
behavior and patterns(Wine Consumption in the US,2011). Americans did not decrease
consumption during the recession; rather, they increased consumption of lower-priced
wines. According to a local Oxford liquor storeowner,“the recession did not hurt us,
sure people didn’t buy a $30 or $40 bottle of wine, but they bought 2 or 3 $10 bottles
(Interview 2). In 2011, the Nielson Company reported that the average price of a bottle
of wine is $6.18, and the most popular category of wine is $7 and under, which accounts
for 72 percent of in-store volume. While the average transaction per customer has
dropped, sales are up (McMillan, 2010).

The environment
The quantity of American wine consumers is increasing yearly. According to
wine industry consultants Gomberg, Fredrikson & Associates, “the U.S. surpassed France
as the world’s largest wine-consuming nation in 2010, with wine shipments to the U.S.
from California, other states and foreign producers growing 2% from the previous year to
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nearly 330 million cases, a record high for the industry. The estimated retail value of
these sales was $30 billion, up 4% from 2009”(Wine Consumption in the US,2011).
Datamonitor’s 2009 predictions illustrated that the market would slow down to
less than 2% growth by 2010 but the wine industry was above the 2% growth mark in
2010, exceeding the growth predictions(Wine in the United States: Industry Profile,
2009).
The American Wine Industry is part of the New World producers, including
newer wine producing countries such as Chile, Australia and the US as opposed to the
Old World producers, Spain, France, and Italy. The New World producers have the great
advantage of flexibility in production techniques and variety. The Old World producers
tend to focus on wine linked to specific regions and growing styles whereas the New
World produces more blended wines that can be consumed immediately without waiting
on further cellar maturation. Because of the flexibility of the American system, total wine
shipments have increased by about 60% since 1990(Goodhue, Green, Heien, and
Martin, 2008).

SWOT of Wine Industry

Strengths
The wine industry’s 17 consecutive years of positive growth have persevered
through, arguably, the world’s worst recession to date, the financial crisis of 2008. Over
the last 10 years, there has been an average of a 3.41% increase per year. The latest
recorded growth from 2010 showed a 2.22% increase from 2009 consumption. With
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I consistently positive growth despite hard economic times, the wine industiy’s resilience
I

I illustrates an optimistic future outlook.
Accompanying the steady positive growth of wine consumption, the U.S. has
' recently surpassed France as the world’s largest wine-consuming nation. With a large
domestic market of about 308,745,538 and an increasing taste for wine, Americans are a
huge potential target market for both American wine companies and wine companies
around the world (People Quick Facts, 2010).

Weaknesses
The wine industry is a strong industry with an optimistic future; however, there is
room for improvement. Currently the industry does not adequately direct its focus to the
minority and rising consumers. The wine industry is beginning to shift its focus but it
needs to “look at the opportunities and challenges faced with educating a more diverse
population about wine, especially Latinos, Asians, and African-Americans; and it should
re-evaluate its U.S. wine marketing strategies and resources to complement its current
programs”(Marketing Wine to Multi-Cultural America, 2008). The industry has recently
begun to focus on the markets, however, the efforts must move quickly if a company
desires to capture market share from a minority consumer group.
The recession of2008 impacted the wine industry by shifting consumer¬
purchasing habits. The shift in consumer purchases to lower priced wines has not
decreased sales at retail outlets but has affected many wine companies that produce midand high-priced wines; “the decline of mid- and high-priced wines fell by 20 to 30%”
(Stone, 2010). Also caused by the 2008 recession was fuel and food price inflation
(Stone, 2010). Fuel price inflation has increased distribution and transportation. Food
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price inflation has triggered decreases in sales of wine at restaurants by “6 and 9%

I

according to the Wine Institute”(Stone, 2010).

Opportunities
!

The wine industry has the opportunity for expansion into the Hispanic Millennial

iparket. Wine consumption is at a healthy growth rate but through advertisements
focused on Millennials, the wine industry can take a larger portion of the market. There
are many markets that are composed of a high percentage of Hispanic consumers that
‘

wine

companies can focus on. The top three wine metro areas in the US are also the top

three Latino metro areas, Los Angeles, New York City, and Chicago. California and
Florida are the largest Latino consumer markets and are also in the top three wine
consumption states. These areas and markets are steeped in both wine and Latino
consumers, and a company that could bring the two markets together could have a major
industry advantage and access to large market share.

Threats
The wine industry has far more opportunities than threats; however, one major
threat to the industry is beer. Beer has a stronger hold on the Hispanic market than wine,
and is considered more of an everyday drink than wine is to the Hispanic consumers.
More specifically than the preference of beer over wine, Mexican-Americans have deep
cultural roots in tequila and the transition to wine is challenging for many. For many
acculturated Hispanics, there is a sense of“Speak English... Live Latin,” which focuses
on that they want to be treated like other English speakers but with a special focus and
attention to detail about their heritage and cultures.

25
! Domestic competitors that have begun to market wine to Hispanic consumers are
i

L major threat to the companies looking to target Hispanic consumers as well. Beringer,
[^eja, and Robledo are all examples of wine companies that are starting to focus on
Hispanic consumers. Similarly, foreign Hispanic wine companies that import wine in the
IJS could become a threat if they begin to focus on the Hispanic segment as a primary or
f^et market.
Table 4: SWOT Analysis
^rengths

Weaknesses

17 consecutive years of positive
growth

Not enough focus on minority and
rising consumers

U.S. is world’s largest wine
consuming nation

Fuel price inflation increase
distribution costs

Growing overseas markets such as,
China

Food price inflation decreases wine
restaurant sales.
Shift in consumer purchases to
lower priced wine will force many
wineries out of business or to merge
to stay profitable

Opportunities
■

Growth of Hispanic Millennials

■

Urban concentration of Hispanic
Millennials; the top 3 wine metro
areas and the top 3 Latino Metro
Areas are the same(LA, NYC,
Chicago)

■

California and Florida are largest
Latino consumer markets and are 2
of the 3 top wine consumption
states

Threats
■

Foreign wine companies that import
in U.S.

■

Other alcohols, specifically beer
and tequila, that have a strong hold
on the Hispanic market

■

Domestic wine competitors such as,
Beringer, Ceja, and Robledo, that
are starting to target the Hispanic
market
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Chapter 4: Competitive Analysis

Indirect Competition

Beer
Beer is an important beverage for Hispanics, and is undoubtedly the stiffest
i

competition for the wine industry in the mind of the Hispanic consumer. The beer
industry focuses on the Hispanic consumer through advertising on Telemundo and
Univison and through event sponsorships ofsoccer games. “In the United States,
“American beer brands control roughly 75% of the Hispanic market, leveraging their size
and massive ad spending, according to brewers”(Schultz, 2011). With their large ad
spending budgets, “Big American brewers already control a healthy majority of the
Hispanic market and are eyeing more of it, pouring big bucks into soccer sponsorships
and ads”(Schultz, 2011).
Due to the focus of American beer companies on the Hispanic market, Hispanics
have definitely responded to the marketing by choosing beer as their beverage of choice“beer is by far the alcoholic beverage of choice for Hispanics who spend 500 of every
booze dollar on brews, compared with 38.10 by non-Hispanics, according to Nielsen
data”(Schultz, 2011). According to the chief marketing officer for Crown Imports the
company that distributes Corona and Modelo,“Hispanics are 19% more likely to
purchase beer than the rest of U.S. consumers”(Blair, 2011). The chart below
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demonstrates the percentage spent on alcohol for both non-Hispanic and Hispanic
consumers. As seen, Hispanics are more likely to purchase beer than Non-Hispanics.
Also, Hispanics are much more likely to buy beer than both wine and spirits.
Table 5: Dollar share of total alcohol purchases
Beer

Wine

Spirits

PAB's/Cider

38.1%

30.3%

29.8%

1.8%

50%

24.9%

22.87%

2.4%

NonHispanic

Hispanic

Source: Nielsen Homescan Panel, 2010(Schultz, 2011)
International companies, such as Heineken and Tecate, have also focused their
efforts on Hispanic Americans. Heineken has been focusing on the Hispanic market
since 1997, and these efforts have paid off because the company says currently “25% of
its volume is accountable to the Hispanic consumer”(Todd, 2004). Tecate is a Mexican
beer company and has been trying to steal market share from the large American brewers.
Tecate has recently shifted its advertisements from first generation Hispanic consumers
to second and third generation Hispanics. Two advertisements in Appendix B, illustrate
the difference in new advertisements created for second-generation. Millennial,
Hispanics. In the first advertisement, titled “La Gran Manzana”(The Big Apple), Tecate
targets first-generation Mexicans with blue-collar jobs”(Blair, 2011). In the second
advertisement, titled “Racehorse”, Tecate targets second-generation Latinos by showing
“Latinos eating at a restaurant instead of working there” (Blair, 2011). The beer industry
is tuned into the needs of the modem Hispanic American, and reaps the benefits of the
growing market through their large market share.
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Liquor
Tequila is a common beverage among many Hispanics of Mexican descent, and
with 63% of Hispanic Americans identifying themselves as of Mexican origin, it is an
important competitor to be mindful of(Ennis, Rios-Vargas, & Albert, 2010). Tequila is
rooted in this culture due to economic importance in the country of origin and widespread
availability in Mexico. However, spirits within the Hispanic American community fall
behind both beer and wine in alcohol purchases according to the Nielsen Homescan Panel
(Schultz, 2011). Recently tequila companies, such as 100 Ahos, hosted “100 Anos de
Musica” to celebrate Mexican heritage and culture through live music and tequila. The
main advantage the rum and tequila companies have is that they can connect consumers
back to their heritage and roots, where they can foster a sense of cultural pride
(O’Loughlin, 2009).

Direct Competition

Beringer
Some wine companies have already begun to focus marketing efforts on the
Hispanic population. Beringer recently began the advertising campaign, “Invita el
Sabor”(Welcome Home the Flavor) which includes television advertisements and
product information available in Spanish (Wentz, 2010). The Beringer website is also
available in Spanish at beringer.com/espanol. The website’s banner says “Invita el Sabor
y crea una nueva tradicion”(Welcome Home the Flavor and Start a New Tradition),
which is the slogan for Beringer’s new advertising campaign. The homepage of the
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^ebsite makes Beringer’s current campaign goals very clear: they want Hispanic
Consumers to make Beringer a part of their traditions, providing a strong educational
element that is consistent with Beringer’s positioning in the general market while
emphasizing wine pairings with traditional, home-cooked Hispanic foods. Beringer’s
strategy
to achieve these campaign goals include: providing wine tastings and tours in
I
I

Spanish, offering the website in Spanish, airing vignettes on Univision and Telemundo,
!
distributing promotional materials at events and retail locations with suggested Latino
dish pairings, and representing Latino food in all advertising (Wentz, 2010).
Beringer is one of the first major wineries to target the Hispanic market, and as
such, has a major advantage over competitors. Beringer’s focus on pairing wine with
Latino dishes is an effective approach because food is a very important aspect of many
Hispanic cultures. The annual percentage offood cooked at home is higher in Latino
consumers than in Caucasian or African-American consumers. On average, Hispanic
families spend 46% more on weekly groceries than the general market(Hispanic/Latino
Market Profile, 2007). Regardless of income. Latinos spend the highest dollar amount on
food purchases to be cooked at home. They tend to focus on more on fresh products such
as meat, poultry, fish, and eggs, than highly processed or ready-to-eat meals. This focus
on fresh products can help vineyards promote pairings similar to how Beringer has done.
Fresh food and wine are an important combination and pairing correctly can truly
enhance the flavors and experience of both the food and the wine. Food brings together
family and culture, two very important aspects of the Latino lifestyle; “Hispanic
households spend more time and money in grocery outlets per visit but spend more
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aimually in mass merchandise, super center, and club stores than the average household
(Pdpp, 2004).

California Hispanic Vintners: Ceja and Robledo
i

Beringer is not the only wine company that is focusing its marketing efforts

towards the Hispanic population; Hispanic vintners are also an increasing segment in the
wine industry. Deeply routed in their own cultures and origins, many Hispanic vintners
are using marketing heavily focused on the cultures of the Hispanic peoples. Ceja and
I
Robledo are both companies whose vintners are Mexican American. Their parents are
I

from Mexico and worked in fields. As second generation Mexicans, the vintners started
their own vineyards. Working the fields gave them a strong connection to the land and
wine making process and has made them prime examples for many second-generation
I

Hispanic workers to become vintners. They target Hispanics as a link to their own
culture and tend to have a large Hispanic following because they know the needs of the
jnarket; however, this is a slow process because minority entrepreneurs are more likely to
have less capital, and be less likely to have family or other networking connections to

i

help support the business.
An advantage for Hispanic vintners is its strong connection to Hispanics because
mainstream wine companies have to work harder to make the connection (with
Hispanics)”(Wozniacka, 2011). Hispanic vintners know that the “Latinos’ contribution
to the wine industry is key”(Wozniacka, 2011).
Ceja is focused on wine and food pairings with traditional Mexican dishes, and
the Ceja website has a blog that is full of videos and pairings. One of their promotion
strategies is a “virtual wine dinner,” in which consumers download authentic Mexican
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recipes from a local chef, purchase paird Ceja wines for each course with a discount, and
cook together with the Ceja vintner and the chef The virtual wine dinner combines

I

technology, Mexican food, and wine, which are all important new strategies to target
younger Hispanics. Ceja also has a wine club that offers discounts; half ofthe wine club

I

is Hispanic, “a very loyal market” according to Ceja(Munoz 2010).
Ceja has many videos and recipes posted to encourage Hispanic wine drinkers to
I pair their favorite Ceja wines with food they cook at home. Robledo has a different
strategy, they offer a dinner where customers can go to the winery and Chef Maria
Robledo will cook them authentic Mexican Cuisine while sharing the Robledo story of
how they achieved the true American dream (The Story of the Robledo Family 2011).
The Robledo slogan is “A family who found the True American dream”(The Story of the
Robledo Family 2011). Robledo’s hope is to “educate both Hispanic and non-Hispanic
consumers about wine as an exciting part of the Mexican table(Forman 2011).

I
i

Texas Hispanic Vintner: Palmera Vinos de Pasion
Palmera Vinos de Pasion is located in Dallas, Texas and offers “the first
culturally-inspired wines to cater to Latinos and celebrate the passions, interests and faces
of the Hispanic community”(Real Wine, Latin Taste 2004). The company is centered on
making wines customized to the Hispanic palate. The company puts its wine labels in
Spanish and the labels are “geared to consumers that maintain strong ties to their
Hispanic origins... we want people to feel at home with our brand”(Real Wine, Latin
Taste 2004). Palmera offers four varietals, all of which are in Spanish, “tinto (red), rose
(blush-style), bianco (white), and cereza negra (red with natural black cherry flavor)”
(Real Wine, Latin Taste 2004).
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Napa Valley’s Round Hill
Round Hill is a “value brand with wines priced at $8 and less”(Fish & Sax 2004).
In 2005, Napa Valley’s Round Hill Vineyard began to focus on the Hispanic market as a
viable and potentially lucrative market. Round Hill vineyard “committed to bringing fine
wines to all segments of the United States' diverse society” by launching “a Spanish
language section on its website(Round Hill en Espanol) dedicated to providing
information about wine, wine making, and wine and food pairings”(Round Hill
Vineyards 2005). Similar to Beringer and Ceja, Round Hill is very focused on educating
consumers about wine pairings and the Hispanic. Napa is also beginning a nationwide
campaign that incorporates “bilingual posters and bottleneck hangers as in-store
promotions”(Fish & Sax 2004).
Table 6: Competitor Strategy(See Appendix B for Sample Advertisements)
Company
Beringer

Slogan
Invita el Sabor’

no

Ceja
Robledo

Palmera Vinos
de Pasion
Napa’s Round

Hill

Website in
Spanish
yes

“A Family Who Found
the True American
Dream”

no

No website
yes

Promotions
Event sponsorships, television commercials,
advertisements broadcasted on Spanishlanguage TV, displayed in stores, and included
in sales promotions. Promotional programming
showing how wines can be paired with
different Hispanic dishes on Univision.
Telemundo will air segments showing how
restaurant chefs incorporate Beringer wines
into their recipes. Retail locations will
distribute promotional materials and host a
“wine wheel” with suggestions for wine
pairings.
Wine pairings, virtual wine dinners with
discounts,
Spanish labels, offers wine pairing events at the
Robledo winery, part of various wine clubs
including the California Wine Club(CWC)
Catered to Hispanic taste. Spanish labels
Value brand, provides infomiation about wine
making, and food pairings, bottleneck hangers,
and bilingual posters
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Ch 5: Research Questions, Overview and Qualitative Results Analysis

Research Overview
The primary research evaluated the current market conditions of wine sales within
the Hispanic population. Currently, secondaiy data about wine sales and consumption
does not specify what demographic is drinking the wine. The research also evaluated
current attitudes towards Hispanic wine consumption from the perspective of wine
distributors and wine retailers. Hispanic consumers were interviewed about their current
lifestyle and purchasing habits to begin to understand the nuances of the Hispanic
consumer in greater depth.

Qualitative Analysis
In the qualitative research, three groups were interviewed to gain greater clarity
of the current wine industry conditions and evaluate Hispanic consumer preferences.
Wine distributors were interviewed to discover a connection between the wine makers
and Hispanic consumers. Wine distributors were asked questions to evaluate if they carry
wines or make inventory changes or adaptations to fit Hispanic consumer preferences.
Interviews of wine retailers were conducted to assess Hispanic-purchasing patterns from
an observing third party. From retailers, information about who is the typical wine
purchasing clientele, what Hispanics purchase most often, and what the retailers are
doing to market towards Hispanics. Interviews were also conducted of Hispanic
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consumers to assess what their current alcohol consumption patterns are and evaluate
their willingness to consume wine.
The consumer sample was taken from Hispanic Americans over the age of 21;
primarily in the Millennial generation aged 21 to about 34. This market segment has a
very high purchasing power being able to influence family purchases as well as having
personal wealth on their own (Thach & Olsen 2006). Since the median age for Hispanics
is 25.4, this target market will provide important information as to how to reach the
greatest percentage of the Hispanic population in a communication campaign. The
majority of interviews were gathered in person. Three of the interviews were done over
the phone. A copy of the interview responses can be found in Appendix A.

Analysis of Responses from Wine Distributors
Both of the wine distributors interviewed operate in the New Orleans area.

Size: When asked what size firm would you consider yourself, one ofthe respondents
replied small and one replied large.

Common Wine Distributed: When asked if there was a common type of wine
distributed and why, the responses were opposites. The small distributor handles small
production, high quality wines, and generally high priced wines, primarily from the
Califomia-Napa region. The large distributor sells popular, low price wines that sell well
without regard to country of origin or region. The large distributor sells Beringer and the
small distributor does not.
Target Market: When asked who is the primary target market, both distributors noted
restaurants and retail outlets. One said that restaurant was their primary market and they
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sell to two Hispanic restaurants. The other said that off premise retailers, retailers who
resell whole bottles and not per glass, was the primary target market; places such as
i grocery stores, independent wine and liquor stores, and convenience stores.

II

I

;

I

I Hispanic Market: When asked if they thought Hispanics would be a good target market,

(

one said that they focus primarily on the product quality and are not concerned with what
segments purchase their product. The other distributor noted that in Louisiana the
Hispanic population has increased but the company has not looked into Hispanic drinking
habits. He believes the Hispanics could be a good market but the company needs to do
more research.

Marketing Activities: When asked what kinds of marketing activities the firm currently
performed, one distributor said they currently use marketing activities and one distributor
said they do not use marketing activities. One said they focus on push activities because
they are the middlemen in their supply chain. The other said the only marketing activity
they did was “schmoozing”, and that the majority of clients come through word of mouth,
introductions by mutual friends, or seek the distribution company out because of its
reputation.

Analysis of Responses from Wine Retailers
Five wine retailers were interviewed from the Oxford, Memphis and New Orleans
areas. Retailers were asked questions about their current clientele and the potential for
increasing the Hispanic clientele.
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Typical Clientele: When asked who the typical clientele at their store was, three of the
five respondents said students. One of the respondents said It was a good cross-section of
people evenly split male and female. Two respondents focused on age ranges of
customers, one saying 21 -99 and the other specifying further with customers betw'een the
ages of 21 -61. Other descriptors used include; affluent, well educated, and white collar
workers.

Typical Wine Clientele: When asked which type of clientele buys wine most often, three
of the respondents said younger clients. When describing the younger clientele, the
respondents noted that the purchase of wine is a shift in the past 5 years; there are more
younger wine consumers today then in the past and they have become more sophisticated.
Two of the respondents noted that females tend to buy wine more often, with one of them
specifically answering that females purchase sweet wine. One of the respondents said
that upper-middle class clients bought wine most often. One respondent noted that the
younger clientele tend to purchase liquor and the older tend to purchase wine.

Hispanic Purchase Patterns: When asked what Hispanics are usually shopping for, all
of the retail stores obseiwed Hispanics purchasing tequila. Two said the Hispanics
purchase whiskey (Scotch whiskey and American whiskey) as often as, if not more often
than tequila. One explained that beer is the most popular drink among Hispanics, ranking
beer as most likely to be consumed, followed by whiskey, then tequila. One respondent
said that when Hispanics purchase wine it is usually whatever is on sale.

Willingness to Consume Wine: When asked their opinion on Hispanic willingness to
consume wine, two said that wine is not traditionally part of many Hispanic cultures, and
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if it was they would be more willing to consume it; also, if places such as Mexico
produced wine, there would be more awareness and more likelihood of wine purchases.
One said he did not think Hispanics would switch from their current beverage of choice.
beer. One noted that they already consume it, and another said he never paid attention or
even thought about it.

Marketing Activities: When asked how the retailer would go about convincing
Hispanics, all the retailers said they did not know. One retailer said he does not tell
customers what to purchase ever. Currently, none of the retailers have any marketing or
advertising towards Hispanics.

Analysis of Responses from Hispanic Consumers
Four Hispanic consumers were interviewed from the New Orleans area.
Consumers were asked questions about their current alcohol consumption patterns and
their attitudes towards the impact of Hispanic marketing on their purchase decisions

Hispanic Origins: When asked what Hispanic heritage the consumers were from,two of
the four consumers interviewed were of Honduran descent. One consumer was of
Mexican descent and the fourth was of Nicaraguan descent.

Special Occasion Spread: When asked what kind offood was served at the last special
occasion, all of the respondents noted that their respective traditional food was served.
One of the respondents said that his special occasions were more Americanized and that
they served turkey at Thanksgiving and not just traditional Hispanic food.
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Drink Preference: When asked what the consumer’s favorite drink is, one consumer
said that pina colada was his favorite drink. Two of the respondents noted that whiskey
was a favorite drink. Two of the consumers said that wine was a favorite drink; one
noting white zinfandel or chardonnay and one had a preference for red wine. One of the
consumers also noted that Heineken light was a favorite drink.

Everyday Drink: When asked what each respondent’s typical drink was, one of the
respondents said that he did not have an everyday drink because he does not drink often.
Two of the respondents noted beer as an everyday drink with one specifically noting dark
beer. Two of the respondents noted wine as a daily drink with one noting that either a
Cabernet or a Riesling was the preferred beverage.

Parents’ Consumption: When asked what each consumer’s parents typically drank,
three of the respondents noted that their parents did not drink often or at all when they
were growing up. One noted that when his parents did drink, they drank either beer or
wine. One said that his parents were beer drinkers and that beer was always his of
choice.

Last Wine Consumption: When asked about the consumer’s last wine consumption
experience, three of the four respondents said that it was not a special occasion. All three
said that it was with friends at someone’s house on just a normal day. One of the
respondents said that he was at a Hispanic cultural event when he consumed wine last.

Wine Preference: When asked what type of wine the consumer preferred, three
consumers said that sweet wines were favored with two specifying Riesling as a favorite.
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Two consumers favored reds, one noting Cabernet or Merlot as a favorite and the other
specifying Pinot Noir. One respondent stated that all reds were too dry and white or sweet
was his preference.

Brand Preference: When asked if the consumer had any brand preference, three of the
four respondents had a preference, and the fourth respondent said that they generally
ordered a house wine. Menage a Trois, Chateau Ste. Michelle, and Cakebread Wine were
the preferences of the one respondent who noted brand preference.

Drink Location: When asked where the respondents consumed wine most often, two
respondents said that they consumed wine at home more than other places. Two
respondents said that they normally consumed wine at bars. One respondent indicated he
consumed wine most often at a friend or relative’s house.

Hispanic Marketing: When asked to recall the last beverage commercial or print
advertising targeted to Hispanics, three of the four respondents said they could recall a
commercial targeted to Hispanics. Two of those three respondents noted remembering
liquor commercials targeted to Hispanics: Bacardi Rum and Kahlua. One of the three
recalled both Corona and Dos Equis as targeting Hispanics in their advertisements.

Spanish Labeling: When asked if the respondents would be more likely to purchase
wine with a label in Spanish, all of the respondents indicated labels in Spanish did not
affect their purchasing decisions.
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Chapter 6: Quantitative Research Analysis

Based on the results from the qualitative analysis collected, a quantitative survey
was designed and distributed to further delve into the Hispanic consumer’s attitudes and
beliefs in order to develop a comprehensive and accurate campaign aimed at the Hispanic
consumer.

Sample
A sample was obtained from the Hispanic Millennial population in the U.S. A
screening question was to ensure Hispanics or Latinos only answer the survey and also to
help sort through the sample. An additional screening question regarding age was used to
make certain the respondents were of legal drinking age. An online survey was the
pnmary method of gathering responses from the sample audience.

Measures
The scales and questions asked on the survey were designed to gather information
about cultural values and identity, basic demographics, wine consumption patterns,
communication styles, and lifestyle patterns. Three scales measured cultural values and
identity that more specifically looked at the degree of horizontal individualism, vertical
collectivism, and ethnic identity within the Hispanic demographic (Bruner, 2005). The
horizontal individualism scale measured “the degree to which a person expresses a
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tendency towards self-reliance; one’s self is viewed in terms of autonomy from the group
though not in terms of relative status”(Bruner, 2005). The vertical collectivism scale
measured “the extent to which a persons sees one’s self as a member of a group but with
members having different amount of status, interdependence is accepted but the
inequality through service and sacrifice is measured”(Bruner, 2005). The vertical
collectivism scale assessed the extent to which an individual will sacrifice independence
for the group. The ethnic identity scale evaluated the “degree to which a person
expresses a sense of attachment to an ethnic group and have positive affect towards if’
(Bruner, 2005). The basic demographic information was measured with questions
regarding age, ethnic identity, sex, and generation. Lifestyle patterns were measured by
asking the respondents to indicate preferred magazines, televisions shows, and preferred
leisure activities. Communication patterns were measured by having the respondent
indicate the form of communication, which they used most often from the following:
social media, text message, cell phone or landline.

Results
The survey was distributed both via Facebook and email to approximately 1000
people. A total of67 surveys were gathered. Of the 67 surveys, 21 respondents were
eliminated from analysis because they were either under the legal drinking age or were
not of Hispanic origin. Overall a total of46 surveys were analyzed using Qualtrics and
SPSS with a sample response rate of4.7%. While the response rate seemed low, it is
reflective of the Hispanic demographic in the United States, which consists of 16% of the
US population. The sample is also relatively small because the sample is a convenience
sample.

I

42

Cultural Values
Understanding cultural values of Hispanic consumers is an important component
I

in creating an advertising campaign aimed at what or who influences their purchasing
habits. The first scale addressed the extent to which Hispanic Americans have a sense of
horizontal individualism; they believe the things they have accomplished are because of
their individual actions. The means and popular responses below support that Hispanic
Americans tended to view their accomplishments as an individual effort rather than as a
group effort.
The scale spans from 1 to 6, ranging from 1, which indicates the respondent
strongly agrees, and 6, which indicates that the respondent strongly disagrees with the
statement provided. A lower mean indicated that the respondent is more prone to have an
individualistic mentality. The overall mean of the scale averaged indicated that overall
Hispanic Americans tended to view themselves as more individualistic.
Table 7: Horizontal Individualism
Statement

I like to live my life independently of others

Mean Overall Mean
2.26
2.1081
2.40

I like my privacy

2.05

99

1 often do “my own thing

I prefer to be direct and forthright when discussing with people 2.31
I am a unique individual

1.64

What happens to me is my own doing

2.33

When I succeed, it is usually because of my abilities

2.21

I enjoy being unique and different from others in many ways

1.95
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The second scale also examined Hispanic consumers about cultural beliefs;
however, this scale looked at vertical collectivism. The scale was comprised of six
options ranging from 1 -strongly agree to 6-strongly disagree. The overall mean of the
scale was 3.00: somewhat agree. The overall mean of the collectivism scale was lower
than expected. Expectations were based on past marketing research that “family is the
most important thing in Hispanic culture;” however, the results of this scale indicated that
while Hispanics agree that collectivism is important it is clear that they do not put as
much emphasis on it as previously assumed (Keck, 2011).
Table 8: Vertical Collectivism
Statement
I would sacrifice an activity 1 enjoy very much if my
family did not approve of it

Mean
3.24

Overall Mean
3.0034

I would do what would please my family even if I
detested the activity

3.78

Before taking a major trip, I consult with most members
of my family and many friends

3.15

I usually sacrifice my self-interest for the benefit of my
family

3.07

Children should be taught to place duty before pleasure

2.90

I hate to disagree with others in my family

3.22

We should keep our aging parents with us at home.

2.85

Children should feel honored if their parents receive a
distinguished award

1.59

The next scale examined how Hispanic Americans feel about their ethnic identity
and how linked they feel to their specific cultures and heritage. The scale was comprised
of six options ranging from 1-strongly agree to 6-strongly disagree. Generally, the
respondents strongly agreed that their Hispanic heritage and culture was important to
their identity indicated by the overall mean of 1.94. This low mean illustrated the

t
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importance of identifying with their ethnic group. Furthemiore, people who answered
above 2. meaning they feel have a lower sense of ethnic belonging considered themselves
marginally less collectivistic than those who had a high ethnic identity.
Table 9: Ethnic Identity
Statement
1 am happy to be a Hispanic American

Mean
1.78

I have a strong sense of belonging to my Hispanic people

2.20

1 have a lot of pride in Hispanics and their
accomplishments

1.95

1 feel a strong attachment to my Hispanic heritage

2.27

1 feel good about my cultural or ethnic background

1.51

Overall Mean
1.9405

The next set of questions examined who is most influential in Hispanic social life
and from whom individuals seek advice. The respondents were asked who they would
ask advice from if they were to plan a party or event. The options available were family,
friends, coworkers, myself, and a professional party planner. They were then asked to
rank them in order of who they would most likely contact for advice with 1 being most
likely and 5 being least likely. The median of the results showed that Hispanics ranked
“myself’ as the most important reference for party planning with “family” and “friends”
tied in a ranking for second, and “co-workers” and “professional party planner” ranked
fourth and fifth respectively. The results of the ranking enforce the previous scale results
that Hispanics view individualism as more important than collectivism.

45

Table 10: References/Influences
Event

Median Ranking

Mean

Family

2.00

2

Friends

2.00

2.35

Co-workers

4.00

3.98

Myself

1.00

1.98

Professional Party Planner

5.00

4.62

The results below were gathered from another ranking question, but this time the
respondents were asked to rank their “lives” in order of importance. There were four
ranking options with 1 being most important and 4 being least important. With a tie for
second and no spot for first, the median rankings indicated that family and home life were
the most important “lives.” After family and home, social life ranked third with work life
ranked as the least important of the four.
99

Table 11: Importance of“Lives

Mean

Home Life

Median Ranking
2.00

Social Life

3.00

2.89

Family Life
Work Life

2.00

1.86

4.00

3.08

Importance

2.16

Lifestyle Patterns
The following questions were posed with the intent of assessing Hispanic lifestyle
patterns and preferences in media habits and daily activities. The first question asks
Hispanics how often they do the following events in their spare time. The mode response
for “stay in and watch movies” was a 2(2-3 times a week), which was the most
frequently performed activity. Following this, respondents said they “go to bars with
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friends” approximately once a week. Respondents said they only “go to movies” and
46

see live music” less than once a month and “go to local festivals and events” once eveiy

month.
Table 12: Free Time
Statement

Mode Response

Go to Movies

6- less than once a month

Go to bars with friends

3- once a week

Stay in and watch movies

2- 2-3 times a week

Go to local festivals and events

5- once a month

See live music

6- less than once a month

other

7 never

The next lifestyle question asked what the respondents preferred to do in their free
time. The activities with the highest mode were those performed “daily” and include the
following,“read books or magazines,

watch tv,” and “Facebook, Twitter, Linkedin,

and other social media.” The mode response of“sports” was 3(once a week)and
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outdoor activities” had a mode of2(2-3 times per week).
Table 13: Activities
Statement

Mode Response

Read books or magazines

1- daily

Watch tv

1 - daily

Facebook, Twitter, Linkedin and other social media

1 - daily

Play sports

3 -once a week

Outdoor Activities

2- 2-3 times a week

I don’t have free time

7- never

Other

7 - never
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The following question asked,“Who goes grocery shopping your household?
Sixty percent of the respondents did their own grocery shopping. Twenty five percent of
respondents said their mother did the grocery shopping, and thirteen percent selected
other. The majority of the other responses indicated that either the respondent's spouse,
or a both the respondent and spouse did the grocei-y shopping together.
Table 14:Grocery Shopping
Answer

Response

%

I do

24

60%

My roommate|

0

0%

My Mother

10

25%

0

0%

1

3%

Other

5

13%

Total

40

100%

I

My Father
I always eat
out

!

The following three questions assessed the typical cooking and dining situation of
Hispanic Americans. The first of the three, asked how many days per week the
respondent cooked at home. Forty percent of respondents noted that they cooked
between one to two days per week, and thirty percent noted that they cook between 3-4
days per week.
Table 15: Cooking at Home
Answer

Response

%

0

3

8%

1-2

16

40%

3-4

12

30%

5-7

9

23%

Total

40

100%
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The next question asked how many times per week each respondent dines out.
Sixty percent of the respondents answered that they dine out 1-3 times per week. One
fourth of the respondents said they dined out between 4-6 times per week.
Table 16: Dining Out
Answer

Response

%

0

5

13%

1-3

24

60%

4-6

10

25%

0

0%

1

3%

40

100%

7-9
10 or more

I
I

Total

The last of the three dining situations assessed, asked how many days per week
the respondent ate dinner with their family. The results of this question were split fairly
evenly with twenty five percent of the respondents answering zero days as well as twenty
fiver percent answering three to four days. Twenty three percent responded one to two
days per week and twenty eight percent responding five to seven days per week.
Table 17: Family Dinner
Answer

Response

%

0

10

25%

1-2

9

23%

3-4

10

25%

5-7

11

28%

Total

40

100%

The entertainment and media habits were the focus for the following four
questions. The first of these questions asked,“What are your favorite tv shows?” Thirty
percent of the respondents answered that sitcoms were their favorite tv shows. Following
sitcoms were dramas and reality television with twenty and eighteen percent respectively.
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The other responses varied from documentaries to sports shows to specific news
broadcasts such as Fox News.
Table 18: Favorite TV Shows
Answer

Response

%

soap operas or
telenovelas

0

0%

reality shows

7

18%

2

5%

sitcoms

12

30%

drama

8

20%

1

3%

news

4

10%

other

6

15%

Total

40

100%

I

game shows

cartoons

»

The next question examined which types of magazines the respondents preferred
to read. The responses gathered were varied, and the largest percentage, thirty, answered
that culture magazines were their favorite. Shortly behind culture magazines were
gossip/pop culture and news magazines which both gathered twenty three percent of the
respondent population.
Table 19: Magazine Preference
Answer

Response

%

9

23%

0

0%

news magazines

9

23%

business

4

10%

2

5%

culture

12

30%

other

4

10%

Total

40

100%

gossip/ pop culture
trade magazines

food/wine

I
I
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Wine Feelings
The next question asked about consumer feelings about how wine makes them
feel. The following scale is a semantic differential scale in which the consumer had to
rank how wine makes them feel between the two opposing descriptors. Overall,
consumers felt more sophisticated, satisfied, outgoing, and happy with wine, as well as.
more traditional and tired.
Table 20: Wine Feelings
Mean

Question: Wine makes me feel
Sophisticated

O

0 *0

o

o

Not Sophisticated

2.57

Satisfied

O

O

o

o

Unsatisfied

2.97

Adventurous

O

O

0*0

o

Traditional

3.51

Active

O

O

0*0

O

Tired

3.46

Outgoing

O

0

*0

0

O

Timid

2.62

Happy

O

0*0

O

O

Unhappy

2.43

*0

Information Search and Communication
The following questions analyzed how respondents gathered information and their
preferred method of communication and language. The first two questions asked how
and from what sources respondents searched for information. The first question asked
where respondents searched for information when deciding what to cook for dinner. The
results indicated that thirty two percent of the population chose “other” as their response.
The majority of the “other” responses comprised of using items in their fridge or just
creating something without a recipe. Some responses included,“using whatever is in the
fridge” and “just do my own thing.” The second most popular response, with twenty five
percent, was to call a friend of family member and ask for their recipes. Twenty percent
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of the respondents said they looked through recipe books and close behind them, eighteen
percent of the population said they searched the web for ideas about dinner. Five percent
of the population looked through food magazines.
Table 21: Dinner Information Search
Look
through Dinner
food
magazines;
5%

Information Search

Search the
Web; 18%

I
I

Other; 32%

Look through
recipe books;
20%
Call Friends or
Family and ask
for their
recipes; 25%
The wine information search varied greatly from the dinner information search.
Fifty one percent of respondents chose to ask family and friends for infomiation about
wine rather than any other source. Twenty eight percent prefeiTed to search the web for
information about wine. Thirteen percent of the respondents chose other, which
consisted of responses indicating that the respondent did not drink wine or took a wine
class for wine information. Five percent of respondents ask the cashier at the wine store
and three percent of respondents read wine or related magazines to learn about wine. An
additional open-ended question was asked of“If you used the web to find information
about wine, where would you search?” 77.5% of the respondents answered that they
would search google for wine infonnation. The other responses included searching on

52

foodnetwork.com, wine.com, wikipedia, vinoenology.com/directory/ and
foodandwine.com.
Tabic 22: Wine Information Search

Read wine/
related
magazines;
3%

1

Wine Information Search

Ask Cashier at
Wine Store;
5%

Other;
13%

Search Web;
28%

Ask Family
and Friends;
51%

The following table and analysis looked at four separate questions, which each
asking how often they used a certain method of communication to contact friends and
family. Each question had a scale of seven response options, which ranged from one to
seven starting with number one being “daily”, and continuing with “2-3 times per week”.
“once per week”,“2-3 times per month”,“once per month”,“less than once per month”.
and the last response was “never”, which represented number 7. The mode response for
how often respondents used social media, text message and cell phones were all 1, which
indicated daily use of these methods as a fomi of communication. The mode of how
often respondents used landline phones to communicate was 7, which indicated that they
never use this as a form of communication between family and friends.
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Table 23: Method of Communication
to communicate with family or

Question: How often do you use a
friends?
Method of Communication
Social Media

Mode Response
1- Daily

% of Respondents who
chose popular response
78%

Text Message

1- Daily

88%

Cell Phone

1- Daily

83%

Landline

7- Never

50%

The final communication and information analysis pertained to the language
preference among Hispanic Americans. When communicating at home, the respondents
answered that they equally spoke either English only or Spanish only with a greater
number of respondents indicating they tended to speak a mixture of Spanish and English.
The respondents equally said they speak either a mixture of Spanish and English or
English only with friends. Only one respondent said they spoke Spanish only with
friends.
Table 24: Language Preference
Question: I
prefer to speak

Spanish Only

A Mixture of
Spanish and
English

Mean

English Only

At Home

12

15

12

2.00

With Friends

1

19

19

2.46

Demographics
Demographic information about the respondents was collected and included sex,
age, and generation identification. The composition of the sample was sixty percent

I
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r

1.

1.
I.:
%

female and forty pereent male. The average age of the respondents was 24.31 and the

●w

median age was 22. which is quite close to the median age of Hispanics in the United

I

States of 25.4.
Table 25: Sex
#

Answer

1

Male

2

%

Response
16

4 0%

Female

24

6 0%

Total

40

1 00%

Forty five percent of respondents identified themselves as first generation
Hispanic Americans. Thirty three percent of the respondents identified themselves as
second generation Hispanic Americans. The lowest percentages of respondents were the
thirteen percent that indicated they were third generation Hispanic Americans and the ten
percent who said they were fourth generation Hispanic Americans.
Table 26: Generation Identification

Hispanic American Generation
18
16
14
12
10
8

■m

6
4
2
0

I

1st

2nd

3rd

4th or more

generation

generation

generation

generation
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Discussion
The results of the online survey proved various assumptions about the Hispanic
consumer market incorrect. The assumption that all Hispanics are very family oriented
and collective in nature was the primary disproved assumption. It seems that the newer
generation is not as collective in nature, and they tend to view individuality and
independence as important. The respondents are their own person and not as collective in
nature; however, there is still an emphasis on the importance offamily and friends.
When asked who would be an important influence in planning a party, family and friends
ranked only behind “myself’ as the person from whom they would ask advice. The
results of the influences question supports the results of the first scales that Hispanics are
shifting towards individualism but still view friends and family as the next most
important influence. Family and friends were seen as an important resource for wine
information by more than half of the respondents. Family and home life were ranked as
the most important “lives” of the respondents.
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Chapter 7: Communications Strategy for Uvas Unidas

Overview
Uvas Unidas is a new product and brand of wine to enter the wine industry. Uvas
Unidas creates both red and white table wines. The company uses “New World” wine
techniques and its specialty lies in the making of its blended wines. The wine blends that
the company specializes in emphasis the blending of cultures that face the modem
Hispanic American who are united under the label, “Hispanic.” The company was
formed to create wines that reflected Hispanic American culture and to actively involve
Hispanic consumers in the world of wine.
Hispanic consumers are composed of people with many different countiy
identities and ethnic origins. The best approach is to recognize that there is a difference
in Hispanic consumers and approach them as a Hispanic Americans, emphasizing their
new American individualism as the selling point. Finding the balance between treating a
Hispanic Millennial like other Millennial English speakers and celebrating their
importance and uniqueness that they posses because they are not only Millennial but
they are also Hispanic will be vital in creating an accurate message for this group. The
increased consumption of wine within both the Millennial and Hispanic segments offer a
perfect pairing to focus on both segments within one advertisement. The importance of
food and cooking and drinking in a home environment are another feature that will be

I
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important to touch on through interactive marketing in an attempt to connect Uvas
Unidas and Hispanic culture.

Brand Essence
Uvas Unidas is a wine company focused on uniting unique Hispanic consumers
and exploring the fine distinctions of wine while also noting how they compliment the
intricacies of Hispanic culture. We appreciate culture and the delicate balance and
process of growing in new cultures as much as we appreciate the delicate process of
turning grapes into unique blends and balanced wines.

Positioning Statement
To convince Hispanic Millennials to purchase Uvas Unidas instead of the
competitor’s wine because Uvas Unidas creates wine that celebrates the complexities of
Hispanic cultures by exploring the connection between these cultures and wine to create a
new united, uniquely Hispanic, wine culture.

The Big Idea
The advertisements and marketing plan focuses on combining old values with the
new ways and values of the current Hispanic consumer. The idea is to focus on the
individual consumer and their youth with a small emphasis on friends and family. The
challenge will be to find the delicate balance of Hispanic Millennial values and make sure
the campaign is not lost in a world of advertising overload. The advertisements will
display a scene in which the audience knows that there were people present but said
individuals no longer there. One advertisement will be a scene on a poolside table with
wine glasses and an empty bottle of Uvas Unidas. The scene is young and fun but there

58

is a distinct uniqueness about it because there is a note in Spanish directing the audience
to a different location where the characters have moved and continued their everyday
celebration. The teaser campaign will encourage the audience to visit the Uvas Unidas
website, Facebook page, and follow them on Twitter.
The brand label of Uvas Unidas is displayed in Appendix C. It is modem and
simple but incorporates the warm subtle colors of red and yellow associated with Latino
culture in the “U”s of the brand. The modem yet inviting bottle allures the Hispanic
Millennial with its simplicity but once opened, the bottle transforms into a container for
pouring the complex nature of wine. The bottle label is much like the label of
“Hispanic,” it is simple and it is not until you open the bottle and explore that you
discover the complexity of the wine much like the complexity of the cultures under the
label of“Hispanic.”

Campaign Objectives
The teaser campaign will mn over the course of one year in order to acquire
widespread attention and coverage. It will mn in major urban areas and cities because
this is where the majority of Hispanic Americans are located. Cities such as New York,
Los Angeles, Houston, San Antonio, and Chicago have the largest number of Hispanic
Americans and will be the primary location for the campaign.
Uvas Unidas will use various methods of marketing to effectively communicate
what Uvas Unidas is and why the consumers, distributors, and retailers should purchase
the product. Uvas Unidas will create a teaser campaign and advertise through various
mediums such as, Internet, print, television, and public transportation, to create awareness
and inspire intrigue about the product. To gain comprehension, an interactive marketing
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communications plan will be put into place that will infonn the consumer about the
product and its benefits. The company manages their public relations to convince the
consumers and distributors of the quality of Uvas Unidas as a brand and as a product.
Tbrougb sales promotion. Uvas Unidas will create a desire in the consumer to purchase
Uvas Unidas. U\ as Unidas will offer incentives for the sales force to spring them into
action by encouraging them to promote the product and convince consumers to purchase
the product.

I able 27: Ad Pyramid

Objectives

Strategy

A

\

Sales Force
(distributors, local
retailers)

\

Action

Desire

Tactics

Wine shop
promotions and
taste tests. In
store displays.

Sales Promotion

Sponsored
events. Hispanic
recipes and
pairings on
bottles, coupons
for next purchase
of different bottle

Public Relations

facebook group
and twitter,
website

Conviction

Comprehension
Awareness
\
Interactive Marketing

Advertising

E-dinners paired
with Uva Unidas
wines
Commercials on
tv, food and wine
magazines,
public
transportation in
large cities
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Chapter 8: Creative Big Picture
IMC Took
Advertising
Objective: To increase brand exposure and brand awareness.
Strategy: Print advertisements in various food and wine magazine, television
advertisements on Univision and popular sitcoms on network television, and Facebook
advertisements will create brand awareness and spark the customer’s interest in Uvas
Unidas
Tactics: Uvas Unidas will put television advertisements on Univision during popular
shows, including hosting the cooking segment on Despierta America. Television
advertisements will air on sitcoms such as Modem Family and The New Girl.
Advertisements on Facebook, Twitter and cocina.univision.com will help Uvas Unidas
reach the Millennial demographic. Print advertisements will be placed in popular culture
and culture magazines such as People and Rolling Stone. Furthermore, placing
advertisements in major public transportation systems in main cities, such as the subway
systems in Chicago, New York, and Washington DC and in public buses in Los Angeles,
San Francisco, San Antonio, Dallas, Houston, will help Uvas Unidas reach the young
professional. See examples of print advertisements in Appendix C.
Rationale: Based on both primary and secondary resources, Hispanics live in a bilingual
world (U.S. Diversity Market Reports, 2010). Because of the bilingual world, television
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advertisements will be on both English and Spanish speaking channels, web
advertisements will appear on Facebook as well as on cooking website in Spanish. The
placement of advertisements during sitcoms and in pop culture/ culture magazines
reflects the preference of Hispanic Millennials as illustrated in the results of primary
research. The placement of print advertisements within transportation systems is due to
high Hispanic consumer concentration in urban areas (Hispanic/Latino Market Profile,
2007).

Interactive Marketing
Objective: To build comprehension by seamlessly blending the consumer into the culture
of Uvas Unidas and create a united Hispanic community.
Strategy: Through webinars, contests and social media, Uvas Unidas will make the
consumer feel like they are a part of Uvas Unidas.
Tactics: Webinars and e-dinners will be posted on Uvas Unidas’ website. Uvas Unidas
will team up with local Hispanic chefs from across the nation and air a live video feed of
the chef cooking dinner and pairing various courses with the wine. A representative from
Uvas Unidas will be at the dinner to explain each pairing. A live chat room will be
available so that those cooking along can ask questions and talk to one another, creating a
more connected audience. Furthermore, Uvas Unidas will have a recipe contest so that
any Hispanic consumer can send in his recipe and the winner s recipe will be published
and paired with an Uvas Unidas wine. Facebook will allow consumers to like the
Uvas Unidas page and stay updated on current events such as, e-dinners, local markets
and festivals, recipe contests, and new retail outlets that sell or serve Uvas Unidas.
Twitter will act in much the same way Facebook does except that Twitter will be more of

ML

62
a news source, whereas, consumers can comment and make suggestions on the Facebook
page. Linkedin will allow consumers to “link” with the employees of Uvas Unidas and
ask them questions directly. The company will include consumers in updates and allow
consumers to keep in touch with the company if they have any questions, comments, or
concerns.
Rationale: Cooking is an important aspect of Hispanic life and the younger generations
are very linked to the Internet and computers as a source of information. Millennials
want to be reached in interesting, exciting new methods. Having a web dinner and
contests get the consumers excited about the product and active in the advertisement
process. According to primary research, Hispanic consumers use social media daily as to
communicate with friends and family. The daily usage and high traffic of social media
makes it the perfect location to reach Hispanic consumers.

Public Relations
Objective: To establish the credibility of Uvas Unidas by keeping consumers updated on
new happenings in the company and gaining recognition for quality of the product within
the wine community.
Strategy: Through an Uvas Unidas email newsletter, press kits and wine tastings, the
company will develop positive public relations and feedback from the wine industry.
Tactics: An email newsletter will be distributed every 2 weeks with the schedule of
events in the consumer’s specific geographic location and will keep the consumer
informed and satisfied. Uvas Unidas will host wine tastings throughout the country,
specifically in large cities such as Chicago, Los Angeles, and New York, to attract wine

63

critics and columnists and encourage them to write about Uvas Unidas. A wine blog will
be started by Uvas Unidas to talk about the different cities the representatives will host
the tastings and explain the new varietals and blends that were represented. A press kit
will be sent to wine critics to encourage the critics to try the product and comment on the
product. Press kits will also be sent to various California wine clubs to have the wines
included in the clubs' portfolios.
Rationale: Gaining recognition and credibility within the wine industry will help
increase exposure of the brand and reassure the consumers that Uvas Unidas creates a
quality product.
Sales Promotion
Objective: To encourage the mental pairing of wine and Hispanic food and culture via
incentive programs.
Strategy: Uvas Unidas will sponsor local Hispanic festivals and have booths every week
at local fresh markets. Uvas Unidas will also have Hispanic recipes and pairings on
bottles.
Tactics: Uvas Unidas will sponsor local Hispanic festivals and post poster for these
festivals in local International and Hispanic markets. Because the Hispanic demographic
is more likely than any other ethnic segment to buy fresh produce and more groceries,
Uvas Unidas will have a booth set up at local fresh markets to attract consumers focused
on fresh food and pairings. Along with focusing on pairing food and Uvas Unidas, the
company will also focus on pairing Uvas Unidas and culture. Uvas Unidas will sponsor
art galleries and openings of Hispanic artists and art with wine served at the event.
Within retail outlets, in-store displays and recipe cards will be provided so that the store
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can promote the importance of pairing wine and food. Displays will be provided so that
stores can place Uvas Unidas adjacent to the Tequila display with advertisements
encouraging the customer to try wine instead and break out of their comfort zone. Along
with the label of Uvas Unidas, on each bottle there will be a flag of a different Hispanic
country so that the consumer can purchase the product that fits their distinct countiy
background. When a consumer buys different types of Uvas Unidas in one purchase, the
customer will receive a dollar off the purchase. A coupon will also be given at the time
of purchase that gives the customer a 10% discount on their next purchase of Uvas
Unidas.
Rationale: Hispanics spend the highest percentage of their income on grocery shopping
and fresh products (Popp, 2004). Pairing Uvas Unidas and food in the mind of the
consumer will secure the Hispanic consumer, and once secured Hispanic consumers tend
to be very loyal customers. Hispanic wine consumption is on a steady rise and placing
Uvas Unidas next to tequila will encourage consumers to try something different and
unique.

Sales Forces
Objective: To encourage retailers and distributors to promote Uvas Unidas.
Strategy: Uvas Unidas will offer various price incentives, provide in-store displays and
representatives of the company will visit stores to educate staff about product.
Tactics: Uvas Unidas will provide retailers incentives to encourage customers to
purchase our product. The store that sells the most wine in a calendar year in the same
region will receive bulk discounts on purchases of the product. Also, when a store sells
various types of Uvas Unidas in one sale, the customer will receive a dollar off the
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purchase, and the store will receive the dollar as a reward. When the product is first
launched, Uvas Unidas representatives will come to each store and do a tasting for the
store’s employees so that the stores know the product and are educated about the brand
essence and strategy of Uvas Unidas. The representatives will also return to the stores at
least once a year to do an in-store tasting and promotion. Restaurants are also a great
way to expose Uvas Unidas, and Uvas Unidas will visit restaurants and let the staff taste
the wine to make just like they do with retail outlets.
Rationale: According to the qualitative interviews conducted, currently retailers are not
focused on the Hispanic demographic. Through education of retailers and distributors
about the product and its focus, Uvas Unidas can help them tap into the increasingly
important demographic.

Limitations
This study is limited by the primary research collected and the resources
available. Since the survey was distributed over the Internet, the responses are based on
an honor system because the respondents cannot be adequately screened. Furthermore,
the survey questions with the response choices ranging from “daily to never should
have been asked one a scale rather than as a response set so that more in depth analysis
could have been performed. Access to a representative Hispanic Millennial sample was
not available; therefore, a convenience sample was taken with only about 46 viable
responses.

Conclusion
The marketing research and campaign design for Uvas Unidas was based on data
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indicaliny a \iial coiiMimcr market segment. Hispanie Millennials. Tiie aforementioned
segment is stri\ mg tc^ strike a balanee between their relati\ely new Aineriean
incin alualism and their historieal Hispanie eolleetix ism. The various eultures within the
1 lispanie w (.n ld are \ aried and unique; indeed. U\ as Unidas seeks to seize on this \ ery
unKiiieness w nlmi I lis|xune Millenials as a eritieal means of adxaneing the eampaign.
The rising importanee of Hispanie Millenials within the eonsumer market cannot be
ignored. U\ as Unidas w ill capitalize upon the important segment in a manner that both
captures and respects the unique duality of their culture through a thorough and thoughtprox oking integrated marketing campaign.
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WINE RETAILERS
R1

R2

Who is the typical clientele at your store?
, Cross- section of students and locals. Anyone from 21-99. Evenly split male
' and female.
j Mostly students. About 21-61. Also, many customers are from the
surrounding area and drive to Oxford to make a day trip for Wal-mart and
visit our store become of proximity.

R3

Affluent, well-educated people.

R4

Male, early 50s late 40s, Caucasian

R5

White collar workers, students and college professors

2. Which type of clientele buys wine most often?
Upper-middle elass. The younger clients have become more sophisticated wine
drinkers in the past 4-5 years.
R2
Women
R3
Females and younger people tend to buy the sweet wine most often but all types
R1

R4
R5

R1
R2

R3
R4

R5

purchase wine.
Younger tend to buy liquor and older tend to buy wine
Wine more drunk by college students in the last 5 years. They have good
taste in wine today, better than the past.

3. When Hispanics come into the shop, what are they usually shopping for?
Tequila and Scotch. The Spanish love wine. They have a traditional wine
culture and drink lots of it.
Tequila and Whiskey. Because of our location, I know that beer is the biggest
thing they drink. I’ve become friends with the managers and owners of the
Mexican restaurant and they always prefer beer, mostly Budweiser. Because
Budweiser is expensive in Mexico and cheap here, they tend to drink it most
often. 1 would say the order is 1 . Beer 2. Whiskey 3. Tequila
Tequila
Its dependent on the holiday. Cinco de Mayo is a lot of tequila but they'll come
in and buy wine, usually whatever’s on sale. They buy a lot of Cabernets.
African-Americans like the sweet and sparkling wines.
Tequila. They don't really buy wine. We do sell wine to the Mexican
restaurants though.

1
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4. W^liat is your opinion on their willingness to consume wine?
The culture is not traditionally wine so they're not going to change without a
cultural ehamze.
1 think the\ 'll stick to beer.
! R2
R3
They are w illing to consume wine but what would help is if Mexico and some
R1

othei- Stnith .Tineriean countries produced wine or had a wane culture. If they
could produce w ine, 1 think they'd be more likely to change.
R4
R5

They consume it alreadw
Never paid attention or thought about it.

5. [ow yvouldjyani go about convincing them to purchase wine?
R1
R2
R3
R4
R5

CurrentK' ha\ e no marketing
1 don’t tell my customers what to purchase.
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WINE DIS I RIBL rORS
l^What size firm would you consider yourself?
, Small
R2
Larue
R3
R1

2. Is there a common type of wine you distribute? What kinds of wine do you
distribute? Why?
R1

R2
R3

R1
R2
R3

California. Napa wines. We focus on niche, small production wines. New
Orleans is traditionalK an old world wine city but we are tiying to shift the
locus to new world wine specifically California and American wine. We
distribute high quality wines, w ines that when you open the bottle you know it
will be good, w ines that pair well with food.
Mostly sell the popular price wine not really the expensive ones

3. Do you distribute Beringer?
No, weh'e focused on smaller production wines.
Yes. it's now owned by Treasury

4. Who is your primary target market? (Customers, restaurants)
R1

R2

a. Any Hispanic restaurants?
Restaurants are our primary customers, but we also sell retail to groceiy stores
like Dorignacs and Whole Foods. As far as restaurants go, we sell to Rio Mar, a
Spanish restaurant, and La Boca, an Argentine restaurant.
Everyone who has a liquor license. The bulk of our business is selling are to off
premise liquor retailers, which means retailers who resell the whole bottle such
as grocery stores, convenience stores and independent wine and liquor stores.
Our other customers are on premise retailers who sell by the drinks so places
such as restaurants, hotels, and bars

R3
5. Why have you chosen this market as the focus consumer for your product?
R1
We are not allowed to sell to individuals by law so this is the best customers
after that. We enjoy selling to restaurants because wine is really a food
experience.
R2
It is the largest market in New Orleans
R3
6. Do you think that the Hispanic market could be a good target market?
R1

We don’t focus on segments because our focus is really on the quality of the
wine not as much on who consumes it.

R2

Yes, after Hurricane Katrina the population in LA decreased and there was a
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loss ol'.AlVican American population ho\ve\er the Hispanic population
increased. I hcN ‘11 be a good market but we just don't have a good handle on
their drinkinu habits; we need to work on that.
R3
7. What kinds of marketing activities does your company do?
R1

! None realK . ma\ be we should. The only "marketing” we do is schmoozing
people at benefits such as the Hmeril benefits where many chefs are present.
We arc mosth \\ ord-ot'-mouth based on product and people seek us out because
of reputation and introductions through mutual friends.
A kn of push aeti\ ities because we are the middleman; the wine maker sells to
us anti w e sell to retailers. The pull activities are done more by wineries.

R2
R3
8.
R1
R2

low would you go about marketing to Hispanics?
No idea.
Not sure yet

R3
9. What cultural values do you think would be important to consider when
marketing?
R1
No idea
R2
Family
R3

PS'
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HISPAMC CONSLMKRS
1.
Wliere is your family from?
R1
Honduras
R2

Honduras

R3

Mexico

R4

Nicaragua

2.
R1

On sjDecial occasions, what kind of food is served?
Traditional Honduran food: came asada, Spanish rice, beans, queso.
At Christmas we have pork loins not turkey like American tradition.

R2

Honduran food

R3

Traditional Mexican

R4

We have traditional Nicaraguan tamales but our celebrations are
Americanized now. At Thanksgiving we have turkey, not Nicaraguan.

3.
R1

At the last family celebration, what beverages were served?
Beer (Honduran if we can find it) and Horchata, a non-alcoholic punch that
varies depending on where you’re from. Ours is a milk punch with
cinnamon and vanilla.

R2

My family does not really drink so mostly soft drinks. If there was any
alcohol it would be wine, margaritas or daiquiris.

R3

Beer. My family members are definitely beer drinkers.

R4

White wine and beer.

4.
R1

What's your favorite drink?
Pina Colada

R2

Crown and Coke, Grey Goose, and Ciroc

R3

Red wine or whiskey

R4

Heineken Light or Ghardonnay and sometimes a White Zinfandel

L
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5.
R1

What would you consider your everyday drink?
1 only really drink on occasions so juice

R2

Beer

R3

A glass of wine or a dark beer like Shiner Bock

R4

Red wine, a Cabernet or if I’m feeling a sweet wine, a Riesling

6.
R1

Growing up, wbat did your parents drink most often?
1 grew up in Honduras and my father was in the army, which was a
privilege. They really didn’t drink much that I can remember

R2

My parents don’t really drink

R3

Beer

R4

They didn’t really drink. On occasions they would drink either wine or beer.

7.
R1

Recall the last time your drank wine. What was the occasion?
I drank wine last weekend at an event, the Hispanic Azucar Ball in New
Orleans. It’s the largest Hispanic heritage event in New Orleans.

R2

A friend bought some wine over to my house and we drank that together.

R3

It was just a normal day.

R4

We were watching a football game and before that my anniversary.

7. Is there a type of wine that you prefer? And if so. what kind?
R1

Sweet wine; Riesling

R2

Whites; Chardonnay. Reds are too dry for me.

R3

Red; Pinot Noir

R4

Cabernet or Merlot and if I want a sweet wine a Reisling.
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8. Is there a speeifie brand \ ou pret'er'? And if so. which brand?
; R1

Chateau Ste. Michelle. It’s not too strong or too sweet or too dry; It's a great
balance

R2

Cakehread Wine

R3

Menage a 'fi-ois

R4

No preference. 1 normally order the house wine.

9.
Where do you drink most often? Bar, restaurant, home,family or friend’s
home?
R1
A friend’s house
R2

Home or bars/clubs

R3

Home

R4

Bar

10.

Can you recall any beverage commercials or print advertising targeted to
Hispanics? Do you think it was effective?
Rum Bacardi
R1
R2

No; I think the Spanish channel has beer commercials.

R3

Kahlua

R4

Dos Equis has billboards. They’re on Spanish stations and Corona has some
ads in Spanish too.

1 1. Would you be more likely to buy wine with a label in Spanish?
R1
Not necessarily unless 1 was traveling to another country and picked on up
in say Spain or something like that.
R2

Not necessarily. I’ve heard wines from Argentina are good. If someone's
says something’s good I'll try it.

R3

Not really. I don’t drink Tecate.

R4

No
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lecate Television
Advertisements
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"Gran Man/ana”(Meaning ihe Big Apple) is Tecate's ad aimed at I'"' generation
Hispanic Americans, The ati show s Hispanie Americans in w orking class jobs with a
stromz desire to return to Mexico.
Tecate Gran Manzana TV Spot 2010.mov
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all for him.
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-yiui
"Racehorse": Fecaie ad aimed ai 2
‘icncration Hispaic Americans. The ad shows four
Hispanic .American men in a race lo pick up the check with their credit cards. When the
"winner" of the I'aee is anmuinced b\' the bartender, there is a party in celebration.
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Print Advertisement

Y ^'rea una nucva traclicidn cn Ui liogar
por

su sabor V calidatl.
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Robledo Vineyards
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banner of Website
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In Store Display

Appendix C:
Uvas Unidas
Brand Label and Sample
Advertisements
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UNIDAS
2008 I merlot

uncork the vino de su COSO
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UNIDAS
2008 I chardonnay
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